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摘 要 
随着多媒体制作技术的成熟和网络自媒体平台的高速发展，网络中的戏仿广
告（parodic advertising）作品也越来越常见，它用“戏仿（parody）”手法对现
有广告进行自由化的改编，且用一种异常化的表现方式来吸引广大受众注意，给
受众带来一种意想不到的视听感受，让受众在娱乐的同时感受制作者的思想和观
点，进而触动受众的神经达到共鸣。然而，戏仿广告作品的制作者在创作中往往
不会遵循任何规范，他们随心所欲地挑战受众日渐萎缩的想象力和接受戏谑的底
线，以冒犯的、夸张的、嘲讽的和搞笑的等广告作品撞击人们的眼球，这些戏仿
广告作品往往表现出一种反传统、反权威和颠覆现实的讽刺意味，给不同权力距
离倾向的受众带来不同的感受。 
权力距离（Power Distance，PD）是衡量国家层面文化价值观的一个重要维
度，主要用来测量不同国家文化下个体对于国家层面权力分配不平等现状的认知
程度。而每个个体在成长的过程中，都会对权力距离产生差异化的感知，形成自
己的“权力距离倾向”（Power Distance Orientation，PDO），即个体对权力分
配不平等的预期和接受程度，它深深地影响着个体的行为。因为戏仿广告具有明
显的反传统、反权威、去内涵、无厘头以及讽刺现实的戏谑特征，所以，不同权
力距离倾向的受众会对戏仿广告产生不同的认知，并影响其后续行为。然而，当
前对戏仿广告的分享意愿研究，学者们重点关注的是不同维度的戏仿广告对个体
的分享意愿产生什么影响，因此，对于戏仿广告分享意愿的研究还需要进一步探
索和研究前因变量和其作用机制。 
本文试图从个体权力距离倾向出发，探索权力距离倾向对个体分享戏仿广告
意愿的影响作用机制。本文设计两个前测实验和四个情境研究，分别对不同企业
的正式员工和高年级大学生进行实验测试，对权力距离倾向、印象管理与戏仿广
告分享意愿的关系以及制作者身份信息、内外控型人格特质、冒犯程度三个变量
的调节作用分别进行探索和验证，得出五个重要的研究结论：第一、权力距离倾
向对个体分享戏仿广告和非戏仿广告的意愿产生不同的影响，即：在非戏仿广告
的情境下，权力距离倾向不会对个体的广告分享意愿产生显著的影响；而在戏仿
广告的情境下，权力距离倾向显著负向影响个体的广告分享意愿。第二、权力距
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离倾向与印象管理都同方向显著影响个体的戏仿广告分享意愿，并且权力距离倾
向以印象管理为中介变量对个体的戏仿广告分享意愿起作用。第三、戏仿广告制
作者身份信息显著调节了权力距离倾向对印象管理的正向影响，相比公司制作者
的戏仿广告，个人制作的戏仿广告强化了权力距离倾向对印象管理的正向影响关
系。第四、内外控型人格特质显著调节了权力距离倾向对印象管理的正向影响，
对于内控性程度高的个体，权力距离倾向对印象管理的正向影响越强。然而，内
外控型人格特质却没有显著调节印象管理对戏仿广告分享意愿的负向影响。第
五、冒犯程度显著调节了印象管理对戏仿广告分享意愿的负向影响，相对于高冒
犯程度的戏仿广告，低冒犯程度的戏仿广告显著削弱印象管理对戏仿广告分享意
愿的负向影响关系，甚至在某些情形下会扭转这种负向关系，进而改变了权力距
离倾向负向影响戏仿广告分享意愿。 
本研究证实了权力距离倾向、印象管理对个体分享戏仿广告意愿的重要影
响，以及制作者身份信息、内外控型人格特质、冒犯程度三个变量的调节作用。
研究建议：（1）重视“戏仿”的商业价值，把“戏仿”引入商业广告制作中，制
作出异质化的商品广告；（2）对广告进行“戏仿”要把握好尺度，制作者要做到
有品位有风格的戏仿，不要触犯道德和法律的底线，越有助于个人正面形象展示
的戏仿广告作品，其广告营销效果越好。（3）在戏仿广告信息的传播过程中，要
尽量规避商家和广告公司的制作者身份，以业余个人制作者身份来发布戏仿广告
更有助于广告信息的分享传播。（4）并非所有群体都能接受“戏仿广告”，要事
先做好调查研究，根据目标客户群体的特点来制作和传播戏仿广告。 
 
关键词：戏仿广告；权力距离倾向；印象管理；人格特质；制作者身份信息 
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Abstract 
As multimedia technology matures and the development of we-media platforms, 
parodic advertisements are also becoming more common, with a parody approach to 
recompose existing ads freely, which attract a wide audience attention due to unusual 
expression ways. This kind of ads bring the audience an unexpected visual experience, 
and let the audience feel the ideas of creator during entertainment, touch the 
audience's nerves to reach resonance. However, the parodic advertising creator often 
do not follow any standard, they are free to challenge the audience's imagination and 
the bottom line of accepting crack jokes with exaggerated, mocking and funny ads 
and other funny ads. These parodic advertisements often show an anti-tradition, 
anti-authority and subvert-reality irony, which bring different feelings to different 
audiences who have diverse power distance tends. 
Power distance is an important dimension of cultural values measurement at the 
national level, which mainly used to measure the awareness of individuals for the 
cultural status quo of unequal distribution of power at the national level in different 
countries. Each individual will generate different perception about power distance 
during the process of growing up, and form their own "Power Distance Orientation 
(PDO)”. Power distance orientation is individuals’ expectation and acceptation to the 
unequal distribution of power which deeply impact individuals’ behavior. Because 
parody ads have obvious anti-traditional, anti-authority, away from meaning, 
nonsensical banter and ironic reality features, so people with different power distance 
orientation will have different cognition about parodic advertisements and affect their 
subsequent behavior. However, the current researches about the willingness to share 
parodic advertisements mainly focus on the effects of different dimensions of parody 
on the individual's willingness to share. Therefore, the research about willingness to 
share parodic advertisement needs further exploration, independent variables and its 
mechanism. 
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This paper attempts to depart from the individual power distance orientation to 
explore the mechanism of power distance orientation on willingness to share parodic 
advertisement. This paper designs two test studies and four situational experiments. 
The subjects of studies are from different employees and college students. The studies 
test the relationship between power distance orientation, impression management and 
willingness to share parodic advertisement, besides, this paper also considers the 
moderating effect of identity information of ads creator, the internal-external control 
personality traits and offending degree. Through these studies, this paper draws five 
important conclusions: 
First, power distance orientation has effects on the willingness to share parodic 
advertisement (vs. not parodic advertisement). When the advertisements are not 
parody, power distance orientation has no effect on the willingness to share parodic 
advertisement. And when the advertisements are not parody, power distance 
orientation has negative effect on the willingness to share parodic advertisement; 
 Second, both the power distance orientation and impression management affect 
the individual's willingness to share parody advertisement significantly, and 
impression management is the mediation mechanism in the effect of power distance 
orientation on willingness to share parody advertisement.  
Third, the identity information of parody ads creator moderates the effect 
of power distance orientation on impression management. Compared with comp
any-creators, individual-creators strengthen the positive effect of power distance
 orientation on impression management. 
Fourth, the internal-external control personality traits moderate the effect of 
power distance orientation on impression management. The internal control 
personality traits of individual strengthen the positive effect of power distance 
orientation on impression management; but the internal control personality traits of 
individual have no effect on the negative relationship between impression 
management and willingness to share parody advertisement. 
 Fifth, the offending degree moderates the effect of impression management on 
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willingness to share parody advertisement. Compared with high offending degree 
parody advertisement, low offending degree parody advertisement significantly 
weakened the negative effect of impression management on willingness to share 
parody advertisement, even in some cases it will reverse this negative relationship 
between power distance orientation and willingness to share parody advertisement. 
The paper confirms power distance orientation and impression management have 
great effect on the willingness of share parody advertisement. And identity 
information of ads creator, the internal-external control personality traits and 
offending degree make the moderating effect in this mechanism. According to the 
research results:(1) pay attention to commercial value of “parody” in advertisement, 
bring “parody” to commercial advertisement and create different commercial 
advertising; (2) grasp the degree of "parody" in advertisement, the creators have 
better to do tasteful parody, do not violate the bottom line of ethical and legal. When 
the parody advertisement improves the impression management, the effect of 
advertisement communication is better.; (3) in the communication process of parody 
advertisement, try to make the producer identity far away from enterprise and 
advertiser, the identity of an amateur individual producers is more helpful to the 
share of advertisement. (4) Not all groups can accept the "parody ads," enterprise 
should do research in advance, create and disseminate parody ads. According to the 
characteristics of the target customer groups. 
 
Key Words: Parody Advertisement; Power Distance Orientation; Impression 
Management; Personality Traits; Identity Information of Ads Creator 
 厦
门
大
学
博
硕
士
论
文
摘
要
库
 VI 
 
目录 
摘 要 .............................................................. I 
Abstract ......................................................... III 
第一章 绪论 ........................................................ 1 
第一节 研究背景与研究问题 ...................................... 1 
一、研究背景................................................. 1 
二、研究问题................................................. 2 
第二节 研究目的与研究意义 ...................................... 3 
一、研究目的................................................. 3 
二、研究意义................................................. 4 
第三节 研究方法 ................................................ 6 
第四节 研究框架与研究技术路线 .................................. 7 
一、研究框架................................................. 7 
二、研究技术路线............................................. 8 
第二章 文献综述 .................................................... 9 
第一节 理论基础 ................................................ 9 
一、权力的接近抑制理论....................................... 9 
二、印象管理理论............................................ 15 
三、自我建构理论............................................ 19 
四、自我图式理论............................................ 20 
第二节 戏仿广告及其分享意愿研究 ............................... 22 
一、戏仿与戏仿广告.......................................... 22 
二、信息分享意愿与信息分享行为理论.......................... 25 
三、影响个体分享戏仿广告的因素.............................. 30 
四、国内外相关研究评述...................................... 32 
五、小结.................................................... 34 
第三节 权力距离及其影响作用研究 ............................... 35 
一、概念界定................................................ 36 
二、权力距离对员工行为的效应研究............................ 38 
厦
门
大
学
博
硕
士
论
文
摘
要
库
 VII 
 
三、小结.................................................... 43 
第三章 研究设计 ................................................... 45 
第一节 研究模型与研究假设 ..................................... 45 
一、研究模型................................................ 45 
二、研究假设................................................ 47 
第二节 变量测量与研究情境设计 ................................. 54 
一、变量测量................................................ 54 
二、研究情境设计............................................ 59 
第四章 实证分析 ................................................... 65 
第一节 研究一：权力距离倾向对戏仿广告分享意愿的影响及印象管理的中
介作用研究 .................................................... 65 
一、研究目的................................................ 65 
二、研究方法................................................ 66 
三、数据分析................................................ 68 
四、结果讨论................................................ 70 
第二节 研究二：权力距离倾向对戏仿广告分享意愿的影响及冒犯程度的调
节作用研究 .................................................... 70 
一、研究目的................................................ 70 
二、研究方法................................................ 71 
三、数据分析................................................ 73 
四、结果讨论................................................ 77 
第三节 研究三：制作者身份信息的调节作用研究 ................... 78 
一、研究目的................................................ 78 
二、研究方法................................................ 79 
三、数据分析................................................ 80 
四、结果讨论................................................ 83 
第四节 研究四：人格特质的调节作用研究 ......................... 84 
一、研究目的................................................ 84 
二、研究方法................................................ 84 
厦
门
大
学
博
硕
士
论
文
摘
要
库
 VIII 
 
三、数据分析................................................ 86 
四、结果讨论................................................ 89 
第五章 研究结论与讨论 ............................................. 91 
第一节 研究结论与贡献 ......................................... 91 
一、研究结论................................................ 91 
二、研究贡献................................................ 94 
第二节 管理启示 ............................................... 95 
第三节 研究不足及未来的研究方向 ............................... 97 
一、研究不足................................................ 97 
二、未来的研究方向.......................................... 98 
附 录 ............................................................. 99 
附录 1：前测一测量问卷 ......................................... 99 
附录 2：前测二测量问卷 ........................................ 102 
附录 3：研究一测量问卷 ........................................ 106 
附录 4：研究二测量问卷 ........................................ 108 
附录 5：研究三测量问卷 ........................................ 115 
附录 6：研究四测量问卷 ........................................ 119 
参考文献 ......................................................... 121 
致 谢 ............................................................ 139 
在学期间主要科研成果清单 ......................................... 141 
 
厦
门
大
学
博
硕
士
论
文
摘
要
库
 IX 
 
Table of Contents 
Abstract ................................................................................................ I 
Chapter 1  Introduction ...................................................................... 1 
Section 1  Research background and research questions ................................ 1 
2. Research background .................................................................................... 1 
2. Research questions ...................................................................................... 2 
 Section 2  Research purpose and research significance ................................. 3 
1. Research purpose ......................................................................................... 3 
2. Research significance .................................................................................... 4 
 Section 3  Research methods ........................................................................ 6 
 Section 4  Research framework and research technology ............................. 7 
1. Research framework ..................................................................................... 7 
2. Research technology ..................................................................................... 8 
 Chapter 2  Literature Review ............................................................ 9 
 Section 1  Basic theories ............................................................................... 9 
1. The approach-avoidance theory of power .................................................... 9 
2. Theory of impression management ........................................................... 15 
3. Theory of self construction ........................................................................ 19 
4. Self-schema theory .................................................................................... 20 
 Section 2  Parody ad and its willingness to share ........................................ 22 
1. Parody and parody advertisement ............................................................. 22 
2. Willingness to share information and theory of information-sharing 
behavior ......................................................................................................... 25 
3. Affect factors to willingness to share parody advertisement  .................. 30 
4. Domestic and foreign related research review .......................................... 32 
5. Summary .................................................................................................... 34 
 Section 3  Power distance and effect research ............................................ 35 
1. Concept definition ...................................................................................... 35 
厦
门
大
学
博
硕
士
论
文
摘
要
库
 X 
 
2. Effect of power distance on employee behavior  ..................................... 38 
3. Summary .................................................................................................... 43 
 Chapter 3  Research Design ............................................................ 45 
 Section 1  Research model and research hypotheses .................................. 45 
1. Research model .......................................................................................... 45 
2. Research hypotheses .................................................................................. 47 
 Section 2  Measurement of variables and design of study situation ............ 54 
1. Measurement of variables ......................................................................... 54 
2. Design of study situation ............................................................................ 59 
 Chapter 4  Empirical Analysis ......................................................... 65 
 Section 1  study1：The effect of power distance orientation on willingness to 
share parody advertisement and mediating role of impression management 65 
1. Study purpose ............................................................................................ 65 
2. Study method ............................................................................................. 66 
3. Data analysis .............................................................................................. 68 
4. Conclusion discussion ................................................................................ 70 
 Section 2  study2：The effect of power distance orientation on willingness to 
share parody advertisement and moderating role of offending degree .......... 70 
1. Study purpose ............................................................................................ 70 
2. Study method ............................................................................................. 71 
3. Data analysis .............................................................................................. 73 
4. Conclusion discussion ................................................................................ 77 
 Section 3  study3: The moderating effect of identity information of ads 
creator ........................................................................................................... 78 
1. Study purpose ............................................................................................ 78 
2. Study method ............................................................................................. 79 
3. Data analysis .............................................................................................. 80 
4. Conclusion discussion ................................................................................ 83 
 Section 4  study4：The moderating effect of personality traits .................. 84 
厦
门
大
学
博
硕
士
论
文
摘
要
库
 XI 
 
1. Study purpose ............................................................................................ 84 
2. Study method ............................................................................................. 84 
3. Data analysis .............................................................................................. 86 
4. Conclusion discussion ................................................................................ 89 
 Chapter 5  Research Conclusions and Discussion ............................ 91 
 Section 1  Research conclusions and contribution ...................................... 91 
1. Research conclusions ................................................................................. 91 
2. Research contribution ................................................................................ 94 
 Section 2  Management implication ........................................................... 95 
 Section 3  Research limitation and future research direction ...................... 97 
1. Research limitation .................................................................................... 97 
2. Future research direction ........................................................................... 98 
Appendix ........................................................................................... 99 
 Appendix 1：Pre-test 1  Measurement Questionnaire ........................ 99 
 Appendix 2：Pre-test 2  Measurement Questionnaire ....................... 102 
 Appendix 3：Study 1  Measurement Questionnaire ............................106 
 Appendix 4：Study 2  Measurement Questionnaire ............................108 
 Appendix 5：Study 3  Measurement Questionnaire ............................115 
 Appendix 6：Study 4  Measurement Questionnaire ............................119 
References ....................................................................................... 121 
Acknowledgements .......................................................................... 139 
List of Major Scientific Research Achievements During the PHD Study
 ........................................................................................................ 141 
 
厦
门
大
学
博
硕
士
论
文
摘
要
库
厦
门
大
学
博
硕
士
论
文
摘
要
库
  
 
Degree papers are in the “Xiamen University Electronic Theses and 
Dissertations Database”.  
Fulltexts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on 
http://etd.calis.edu.cn/ and submit requests online, or consult the interlibrary 
loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn 
for delivery details. 
厦
门
大
学
博
硕
士
论
文
摘
要
库
